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TRAVEL TRADE

2022 GLOBAL TOURISM ACTIVITY RESULTS

Tradeshows

17

Client
Engagements

1,370+

Total Trained

1,960




MEDIA

Meetings

Articles

WHAT TECH D 15
ENCOURAGE PEOPLE
TORETURNTOD
MUSEUMS AFTER THE
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MEDIA

Today’s sections ~ = Pastsixdays Explore v~ | Times Radio

Meetings

500+ Welcome to Philadelphia — New
York’s fun (and more affordable)
Articles s

‘With downtown skyscrapers, excellent and new budget

4 64 flights, this US city on the east coast is giving the Big Apple a run for its
money
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MEDIA

Meetings

Articles

NATIONAL
GEOGRAPHIC




WeChat

2022 GLOBAL TOURISM ACTIVITY RESULTS
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SOCIAL

Audience growth

+20,701

Engagements

229,906

Accounts:
Facebook (pe+rr)
Weibo

WeChat

Toutiao




2022 GLOBAL TOURISM ACTIVITY RESULTS
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MARKETING

Features

34

Reach

771 min

Engagements

558,000+K



In 2022, overseas arrivals to Pennsylvania
outperformed the national average.




2022 GLOBAL MARKETS EXCEEDING EXPECTATIONS

5% +11% +43%



Agenda

Welcome
Svetlana Yazovskikh
Vice President of Global Tourism

Overseas Visitation Forecast
Patrick Smyton
Senior Client Manager, Tourism Economics

Global Tourism Update

Europe
Melissa McClure
Global Tourism Sales Manager

Asia Pacific + Emerging Markets

Miriam Chovanec
Senior Global Tourism Sales Manager

Domestic Group Tour
Annie Jirapatnakul
Global Tourism Sales & Services Manager

Questions & Answers
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Senior Client Manager
Tourism Economics
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International Visitor Forecast
Philadelphia Region

Patrick Smyton

Senior Client Manager

Tourism Economics
psmyton@oxfordeconomics.com




71 National Travel Trends & Outlook

2 Philadelphia Travel Trends & Outlook
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US travel spending beat 2019 numbers for the fourth consecutive month

National Travel Indicators
December 2022 and YTD

= s

Travel Spending Auto Trips
(Tourism Economics) (Arrivalist)
2+3.1% ¢ -0.8%
December vs. 2019 December vs. 2019
¢ -0.6% YTD N/A
¥TD vs. 2019

Air Passengers
(TSA)

¢ -6.7%

December vs. 2019

¢ -10.2%

¥TD vs. 2019

L

Overseas Arrivals
(NTTO)

v -28.8%

December vs. 2019

¢ -40.7%

YTD vs. 2019

I=I

Hotel Demand
{STR)

2+1.1%

December vs, 2019

¢ -2.3%

YTD vs. 2019

fib

Short-term Rental Demand
(AIRDNA)

2 +33.3%

December vs. 2019

2 +27.0%

YTD vs. 2019
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And there’s plenty of momentum across various industry metrics

National Travel Indicators

2022

Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22 Aug-22 Sep-22 0Oct-22 Nov-22 Dec-22
Travel Spending (Tourism Economics) -12% -6% -5% 3% 0% 1% 0% -3% 6% 3% 1% 3%
Auto Trips (Arrivalist) -12% -2% -13% 6% -2% 2% -1% - 6% 3% -6% -1%
Air Passengers (TSA) -22% -12% -9% -10% -11% -12% -9% -6% -5% -6% -7%

Overseas Arrivals (NTTO) -35% -35% -34%

Hotel Demand (STR) -10% -5% -3% 0% -2%  -2% -3%  -4% 2% 0% -1% 1%

Top 25 Group Hotel Demand™® {STR) -42% | -24%

Short-term Rental Demand (AIRDNA) 27%  18% 28% 29% 22% 19%

Mational Park Visits (Mational Park Service) 18% 15%

Organic Web Sessions (Simpleview & Tempest)™ 43% 35% 33% 30% 26%

*data from 300+ U.5. DMO/CVE destination websites

@Toumsm ECONOMICS



Consumers feeling uneasy

US: Consumer surveys

3 mo. avg ' 3 mo. avg
120 - —Consumer Sentiment, LHS (U. of Mich) = 160
—Consumer Confidence, RHS (Conference Board)
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Source: Oxford Economics/Haver Analytics
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Job growth continues at a more tempered pace

US: Nonfarm payroll employment
Thousand

HMonthly change
800 -

714

600

400

200

Dec-21 Feb-22 Apr-22 Jun-22

Source: Oxford Economics/Haver Analytics

—3mma

Aug-22

Oct-22

Dec-22

US: U-3 unemployment rate

%
16

14

12

10

5.6%
- 5.0% .
2019 range 3.8% 4.4% Dec:
3.4% "o 3.5% 3.5%
1960 1970 1980 1990 2000 2010 2020

Source: Oxford Economics/Haver Analvtics
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We are headed toward a recession in Q2

US: GDP Forecast

% annualized orecast Why?

8.0 *6 , 70 70  Persistently high inflation

6.0 - » Aggressive Fed monetary
policy tightening

4.0 -

* Negative spill-over effects from

2.0 - slower global activity

0.0 » Weaker corporate earnings

...will weigh on consumers' and

-2.0 businesses' willingness to spend

40 -

-6.0 -

Q1-Q2-Q3-Q4-Q1-Q2-Q3-Q4-Q1-Q2-Q3-Q4- 21 22 23 24
21 21 21 21 22 22 22 22 23 23 23 23
Source: Oxford Economics/Haver Analvtics
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The recession will be mild by historical standards

US: Peak-to-trough recessions since 1949

% change, peak to trough Why7
O -
» Household balance sheets are
P In great shape and debt service
burdens are low.
4  Nonfinancial corporate
balances are strong
-6 -
« State and local governments
8 | are flush with cash.
-10 -1
-12

1949 1954 1958 1974 1980 1982 1991 2001 2008 2020 2023
1975 2009

Source : Oxford Economics/Haver Analytics
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What have the last three “normal” recessions looked like?

Hotel demand during recessionary periods
Year-over-year %, quarterly peak-to-trough

1% -
0% -
1% -
204
3% -
4% -
50 -

_6% |
79, = ®US Hotel Demand

0.2%

Quite a bit of
variation is evident in
the GDP-hotel room
demand relationship

-7.0%

-8%  mGDP
_9% J
-10% -

-8.8%

1991 2001 2009

Source: STR, BEA
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Recovery is accelerating worldwide

International Tourist Arrivals by World Region
% difference from same month in 2019, 3mma (figures in brackets are 3 months to Sept)

0% 7=\
——Mliddle East (-10%)
——Europe (-12%)
-20% ——Latin America (-17%)
— Africa (-23%)
——North America (-29%)
-40% —— Asia and the Pacific (-72%)
-60%
-80%
-100%

Jan-20  Apr-20 Jul-20 Oct-20 Jan-21 Apr-21  Jul-21  Oct-21 Jan-22 Apr-22 Jul-22

Source: UNWTO
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International travel to the US made notable progress in 2022

Total International Visits to the US
Forecasted recovery, relative to 2019 (index, 2019 = 100)

120 Forecast
100 /@

g0
&0
40

20

2019 2020 2021 2022 2023 2024 2025

Source: Tourism Economics (forecast released December 2022)
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US is seeing recovery from all markets

US Inbound Overseas Travel by Region
Same month in 2019 = 100

100
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Source: 1-94, NTTO
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Western Europe within touching distance of full recovery in 2023

Total International Visits to the US
Forecasted recovery, relative to 2019 (index, 2019 = 100)

Americas 2021 - EN 100

2023
2025
Europe 2021
2023
2025
Lsia Pacific 2021
2023
2025
Africa & Middle East 2021
2023

2025

Note: Americas = Canada and Mexico

Source: Tourism Economics (forecast released December 2022) % TOURISM ECONOMICS



Spending is recovering at a slower pace than visits

Total International Spending in the US
Forecasted recovery, relative to 2019 (index, 2019 = 100)

Forecast

120

100

g0

60

40

20

201% 2020 2021 2022 2023 2024 2025

Source: Tourism Economics (forecast released December 2022)
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Western Europe driving recovery in spending

Total International Spending in the US
Forecasted recovery, relative to 2019 (index, 2019 = 100)

Amercas 2021 _ 30 100

2023

52
Europe 2021 B 1

2023

84
2025 |
Asia Pacific 2021 BB

2023

6d
2005 [, i
Africa & Middle East 2021 D =

2023

/6
2005 [ 111

Note: Americas = Canada and Mexico

Source: Tourism Economics (forecast released December 2022)
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1 National Travel Trends & Outlook

2 Philadelphia Travel Trends & Outlook
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PA travel spending is trending closely to the national average

Travel Spending (% change vs 2019)

Pennsylvania vs U.S. total

0%+

-50%

B state 9% change
B us %: change

Jan-20 Apr-20 Jul-20 Oct-20 Jan-21 Apr-21 Jul-21 Oct-21 Jan-22 Apr-22 Jul-22 Oct-22

Source: Tourism Economics
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PA overseas travel recovering faster than the national average

Overseas Arrivals
Visitor arrivals to US and Pennsylvania, % recovered vs 2019 (index, 2019=100)

80+ Pennsylvania [ |
U.S. Total [ | /
70 1

N

60+

50+

40

Jan-22 Feb-22 Mar-22 Apr-22 May-22 Jun-22 Jul-22  Aug-22 Sep-22 0Oct-22 Nov-22 Dec-22

Source: NTTO (based on port of entry location)
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And seasonality is back!

International Arrivals to Philadelphia
Visitor arrivals to Philadelphia

40K~
30K-
20K- dl?'.-EK
10K-
0K
I Jan I Feb I Mar I Apr I May I Jun I Jul I Aug I Sep I Oct I Mowv I Dec

. CY2019 Cy2021 Cy2022

Source: NTTO (based on port of entry location)
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Philadelphia gained its market share back

Market Share of Overseas Arrivals to the US

Philadelphia region _
Western Europe gained

0.8% 0.8% market share of visits to

Philadelphia (43% in 2022

vs 38% in 2019) while Asia

went from 35% in 2019 to
23% in 2022.

0.3%

2019 2021 2022

Source: NTTO (based on first intended address only)
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Y4 of all overseas visits to Philadelphia was from the UK in 2022

2022 Top Origin Markets

Philadelphia region, total visits and % change vs 2019

United Kingdom I o5, 2K Y1i5.3%
Germany I - 1.SK ¥25.0%
India I 0. 1K ¥29.7%
Ireland N CC. oK A43.0% "
Metherlands N 17.5K A10.79%"
France B 16.5K Y48.0%
Korea, Republic Of 124K Y45.8%
Italy Bl 1Z.2K ¥45.7%
Australia Bl C.GK ¥30.6%
Spain Bl S.0K Y49.6%

Source: Tourism Economics
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Europe to lead the charge for overseas travel recovery

OVERSEAS TRAVEL TO THE PHILADELPHIA REGION FROM KEY

MARKETS
TOP SOURCE MARKETS BY WORLD REGION, % RECOVERED TO 2019 (INDEX, 2019=100)

2022 ®W2024 m2026

Europe will lead the recovery —
reaching 87% of 2019 levels by

71

105 2024
Asia Pacific 78

105

68
South America 74
90
50
Middle East 81
102

40 60 80 100 120

o
N
o

Source: Tourism Economics (forecast released in December 2022)
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Western Europe to recover first of the key source markets

OVERSEAS TRAVEL TO THE PHILADELPHIA FROM KEY MARKETS
TOP-5 MARKETS PRE-PANDEMIC, % RECOVERED TO 2019 (INDEX, 2019=100)

2022 ®W2024 m2026

85
United Kingdom 100
113
75
Germany 99
120
52
94
70
India 83
102
9
75
- 20 40 60 80 100 120

Source: Tourism Economics (forecast released in December 2022)

UK is expected to be the first of

the Top 5 Markets to recover to

2019 levels — fully recovering by
2024

140
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International visits to reach 1M by 2024

International Visits to Philadelphia
Forecasted visits by origin market, in thousands

2019 2020
Canada G530 112.0
Mexico 256 8.8

Overseas 7074 134.0
Grand Total 1,286.0 2548

2021
60.5
14.3

138.1

2128

2022
3458
18.3
4171
7852

International Visits to Philadelphia
Forecasted market share of visits and spending by origin

2015

Visits Canada 43%
Mexico 256

Overseas 55%

Spending Canada 27%
Mexico 1%

Overseas 72%

2020
44%
3%
53%
35%
2%
64%

Note: 2019-2021 actuals; 2022-2026 forecast

Source: Tourism Economics

2021
28%
7%
65%
18%
2%
80%

2023
4453
20.3
4420
907.5

2022
45%
2%
53%
32%
1%
67%

2023
43%
2%
49%
33%
1%
66%

2024
5545
246
5719

2024
48%
2%
50%
32%
1%
67%

2025
629.0
26.6
662.7

2025
43%
2%
50%
31%
1%
68%

2026
650.3
272

7132
1,1514 11,3183 1,350.7

2026
47%
2%
51%
31%
1%
68%

In 2019, overseas visitors
represented 55% of inbound

visits to Philadelphia and % of
total spend.
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International spend will recover a year sooner than visitation

International Spending to Philadelphia

Forecasted spending by origin market, in millions

2015
Canada £222 4
Mexico 36.5
Overseas 6033

Total International 58321

Top-10 Overseas Markets (ranked by 2019 volume)

China £105.7
United Kingdom $28.7
India $55.2
Germany $47.2
France 232
Republic of Korea $21.3
Switzerland $20.0
Australia $17.8
Italy $16.4
Ireland $155

Note: 2019-2021 actuals; 2022-2026 forecast

Source: Tourism Economics

2020
$49 6
$2.3
$90.4
$1423

$10.5
$15.2

9.8
35.4
33.3
$3.8
2.4
$31
524
2.6

2021
$21.8
$3.0
$96.9
$121.7

$20.1
8.3
$11.9
34.6
32.7
6.8
315
31.0
2.2
32.4

2022
$151.9
$5.1
$323.3
$480.2

$16.1
$63.7
$40.1
$31.7
$15.0
$16.4
$11.3
$11.6
$10.0
$14.8

2023
$219.6
$6.8
$444.0
$670.4

$38.9
$84.8
$51.2
$41.2
$21.0
$15.6
$16.3
$17.0
$14.7
$16.5

2024
$263.2
$7.9
$562.4
$833.5

$60.7
$98.8
$62.7
$52.1
$26.6
$21.1
$20.4
$22.5
$17.0
$18.9

2025
$302.9
$8.5
$651.0
$962.5

$74.2
$108.9
$71.7
$58.5
$29.1
$26.7
$23.7
$25.7
$18.3
$21.3

2026
$317.4
$8.8
$703.1
$1,029.3

$83.5
$109.9
$80.4
$61.0
$29.7
$31.1
$26.5
$26.5
$18.9
$21.2

By 2024 total International spend
will exceed $S833M, beating the
S$832M spent in 2019

%@ TOURISM ECONOMICS



International Room nights to fully recover by 2025

International Room Nights to Philadelphia

Forecasted room nights in paid accommocations by origin market, in thousands

2015
Canada 1,630.5
Mexico 0.1
Overseas 1,546.1

Total International 32367

Top-10 Overseas Markets (ranked by 2019 volume)

United Kingdom 268.9
India 2426
China 205.0
Germany 1395
France 741
Republic of Korea 471
Switzerland 395
Italy 391
Australia 36.7
Spain 334

Note: 2019-2021 actuals; 2022-2026 forecast

Source: Tourism Economics

2020
328.1
211
280.4
625.6

452
47.1
28.6
171
10.9
9.0
52
61
6.7
6.7

2021
1771
34.0
263.0
4741

32.7
48.8
126
16.3
79
5.6
42
5.6
2.8
59

2022
1,0559.7
45.7
896.9
2,003.2

2147
164.6
155
94.8
45.0
24.8
22.3
245
25.6
137

2023
1,365.2
521
1,023.2
2,440.6

232.4
1755
516
103.7
551
291
27.2
303
31.7
15.0

2024
1,688.2
62.1
1,299.8
3.050.1

2751
214.4
89.2
1329
1.7
42.3
348
36.2
40.6
17.6

2025
1,897.3
66.7
14828
3.,446.8

3015
239.9
110.1
1456
797
53.5
40.2
393
45.4
18.8

2026
15631
68.2
1,591.5
3.622.8

306.9
263.4
1239
157.6
831
61.6
448
411
45.5
201

Led by Canada’s recovery, total
International room nights will
reach 2019 levels by 2025.
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Summary

1 A mild recession is likely in 2023

Inflation and higher interest rates will leave a mark, but strong balance sheets should
limit the downside

2 Travel is uniquely positioned for this downturn
 Households (and businesses) are in a fiscally strong position
 Pent-up demand is prioritizing travel
» Business travel continues to rebuild

3  Philadelphia outlook
 Demand will continue to reclaim ground in 2023
* International Visitors are expected to recover to 71% of 2019 levels in 2023 (908K)
» Top Overseas markets in 2023 are anticipated to be the UK, Germany, and India

 China is expected to be slowest to recover but will rank in top-5 for visits and
spending in 2023
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MELISSA MCCLURE

Global Tourism Sales Manager
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Market Update: UK, Germany, & France

IN FOCUS FOR FISCALYEAR 2023

— Iy

UK GERMANY FRANCE




Global: Media Arts FAM

Total Stories: 35 | UK, Germany, France, Italy, India

connaissance Jes arts [ o R

Artistes

BeauxArts

Agenda Vidéos Expos Insolite Alaloupe Lifestyle Conférences LeMagazine LaBoutipue @l Q

BeauxArts JOHANNES VERMEER
VISIOCONFERENCE SUR LART 20.02. 23 4 18h30

ESCAPADE ARTY

48 heures a Philadelphie, capitale artistique de
’Est ameéricain

Par Mailys Celeux-Lanval * e 2022

ew York, la sixitme
aussi l'une des plus

iladelphie a toul pour plaire aux amateurs
dart... Y compris pour ses alentours et sa campagne. ol l'on
s'offre une escapade automnale.

SLION JaMais Consacrée aux &




Europe: Social Media

CAMPAIGN HIGHLIGHTS

France Tik Tok Campaign:
« 1.8M impressions

e 550,000+ people reached

e 2,000+ clicks

PHLCVB




Europe: Social Media | —

CAMPA'GN HlGHLlGHTS discover_phl

Sponsorad

UK Facebook & Instagram Campaign:
* 150,000 impressions
e 69,000 unique users

13,700 engagements

Learn more

O Qv

discover_phl The groundbreaking Disney100: The
Exhibition premieres exclusively in Philadelphia... more

PHLC\/B




THE 208, TIMES + View Today's edition

TIMES Travel

HOLIDAY TYPES BEST WK HOTELS

ABOUT Us

OFFERS

DESTINATIONS

HOME

Europe: Marketing

CAMPAIGN HIGHLIGHTS (JAN - MAY 2023)

TN

~8aSd - _

et AR T E Tr

L 28 S}

P BB B0

12 Campaigns Planned:

LW VL
ENEWE! o gy

Tl muwy et )

Ny

e UK

e |reland 7 . T o y
* France . ‘ g v |
* Germany 2 e I
* Switzerland THE PHILADELPHIA

STORY

Featured PHLCVB Partners: Philadelphia Museum of Art, The
Barnes Foundation, The Franklin Institute, Philadelphia’s Magic
Gardens, Mutter Museum, Eastern State Penitentiary, Reading

 Goal: Driving Bookings into Philadelphia

Terminal Market, Laser Wolf, Royal Boucherie, Vetri Cucina, Sonesta
Philadelphia Downtown, Wyndham Philadelphia Historic District,
Hilton Philadelphia Penn’s Landing, Philadelphia International Airport



Europe: Driving Demand

THROUGH GLOBAL BRANDS

» THE MICHELIN GUIDE (US Cities):

* New York City * Chicago
« Washington, D.C. * Los Angeles
e San Francisco * Philadelphia*

LEGUIDEVERT
Week&GO

PHILADELPHIE

& THE COUNTRYSIDE

(O Toutes les Infos a jour

% Nos sltes étollés

Q Plusde 120 adresses .
g -

G Plan détachable =58 mrcwELIn

T
i .
: IJ. . E::-: “ |
| & |
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Europe: Sales Events

HIGHLIGHTS: JANUARY - MARCH 2023

PHLC VB

o THE
Mg o Philadelphia Convention @ g&HIE&EEIII?ILDE

& Visitors Burecau
Brand USA

ONE-TO-ONE
BUSINESS MEETINGS:
U.K. & Europe

PHLC\VB



Europe: FAM Tours

TOUR OPERATORS & MEDIA

Global Receptive Tour Operator FAM el L . -
March 1 -3, 2023 . —
B

UK Trade FAM +- .:‘jna
-_ -
’ e

Al

March 23 - 27, 2023 ' "

L] L B I

-

-
L B
- B 2 e

France Trade FAM . .__;um-?-
April 16 — 20, 2023

France Influencer FAM
June 2023

Germany Trade FAM
June 2023

PHLC\/B



MIRIAM CHOVANEC

Senior Global Tourism Sales Manager
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Market Update: India

IN FOCUS FOR FISCALYEAR 2023
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UK GERMANY FRANCE INDIA CHINA DOMESTIC

Group Tour

PHLCVB



India: Destination Training

NEW DELHI - DECEMBER 2, 2022

%E REASOQONS TO VISIT PHILAL




India: Sales Events

MARCH 2023

PH LC\/B @E%UNTRYSIDE

B yadeiphia Corvention OF PHILADELPHIA

VisitT

Brand USA

Brand USA India Sales Mission

PHLC\VB



India: Marketing Campaigns

CAMPAIGN HIGHLIHGTS (JAN - JUNE 2023)

Brand USA Multichannel

Inspirational Destination Content
March — May 2023

Consumer Inspiration

Trip Planning Call-to-Action
March — May 2023

Tactical Booking Co-Op

Booking Trip Call-To-Action
April - May 2023

* * %

Why Philadelphia?

Our Trusted Partners

TRAVELLERS

- PARAADISE
L

o « TRAVEL < )

Wt wdromind e your perscselly desesls are privilged

ol o sy thet s v il ot e msrred™



Market Update: China

IN FOCUS FOR FISCALYEAR 2023
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UK GERMANY FRANCE INDIA CHINA DOMESTIC

Group Tour




China: Restart of Travel

DEMAND FOR INFORMATION

w w

VISIT REQUIREMENTS HEALTH & SAFETY

What to expect from a visit Policies in place to safeguard visitors

= o

w

NEW DEVELOPMENTS

What's new with you?

s\,

Q
S|\
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China: Top Receptive Tour Operators

REENGAGE WITH THE MARKET

Ctrip /[ Trip.Com Jupiter Legend America Tours International

Ctrip i e Qt?.

EI:E ig 7 Universal Vision

AMERICANTOURS
INTERNATIONAL, LLC




ANNIE JIRAPATNAKUL

Global Tourism Sales & Services Manager
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Market Update: Domestic Group Tour

IN FOCUS FOR FISCALYEAR 2023
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UK GERMANY FRANCE INDIA CHINA DOMESTIC
Group Tour




National Tour Association (NTA)
Travel Exchange

Dates:
November 13 - 16, 2022

Partners:
e Faith and Liberty Discovery Center
Appointments: 29

 Top FAQs:
1. Step-on Guides
2. Group-friendly Hotels
3. Group-friendly Restaurants
4. Evening Activities
5. Performance Venue Options
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American Bus Association
Annual Marketplace

Dates: February 4 -7, 2023
PHLCVB Partners:
1.

10. Philadelphia Flower Show
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Faith and Liberty Discovery Center (N
Fashion District Philadelphia s
Historic Philadelphia, Inc.

Holiday Inn Express Philadelphia Midtown
Museum of the American Revolution
National Constitution Center

Penn Museum
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American Bus Association
Annual Marketplace

2025: PHILADELPHIA ISTHE HOST CITY
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Domestic Group Tour: Sales Events

FEBRUARY - JUNE 2023
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Domestic Group Tour: Marketing

FISCAL 2023

Publications:

e GroupTour Magazine
 YouthTravel Planner Magazine
e GroupTravel Leader

e Teach &Travel Magazine

e Leisure GroupTravel

Dates:

Summer 2022 — Spring 2023

* * %
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Make haste to Philadelphia

then take time to take it all in

BY VICKIE MITCHELL

en Franklin reminded us
“haste makes waste” So
he'd be dismayed when tour
groups blow through Phil-
adelphia on their way to
Washington or New York.

Franklin lived in Philadelpha most of
his Tong life, and if he returned today, he'd
agree with Annie Jirapatnakul of the Phila-
delphia CVE.

“We are,” she says, “more than a day trip”

A World Herltage City

The nation's birthplace, Philadelphia was
the firstin the U.5. to be named a World Her-
itage City. s historic district, often called
America’s “most historic square mile," is
“wialkable with low-cost and free atractions
and nearby hotels at all price points,” says
Jisapatnaknl. But even though it is compac,
wurs should schedule at least a day and a
half to absarb it all, she says. Good ways to
start are a walking wour or a trip aboard one
of the city’s double-decker buses.

A number of the historic district's sites
arc ticd to Franklin, inchiding Indepen-
dence Hall, a UNESCO Workd Hentage
Site, where the Declaration of Independence

and the Constitution were hammered out; the Benjamin Franklin Museum, which
explores Franklin's curiosity, inventiveness and other personality traits; and Christ
Church Burial Ground, where visitors toss pennics toward Franklin's grave, 2 nod to
his financial advice that “a penny saved is a penny earned.”

The Museum of the American Revolution, a pewer addition to the district, fo-
cuses on how everyday colonists tock up the revelutionary cause, In 2023, a special
exhibit will examine the impact of a Black Philadelphia family, the Fortens, on the
revolution and aholition. Other staps inchude the Liberty Bell, the Betsy Ross House
and the National Liverty Museum, a3 well a3 a new and decidedly different Museum
of iusions

Philly Favorites

Along the way, groups can enjoy dining spots like Campo's, which has been serv-
ing Fhilly cheesesteaks and hoagies since 1947, The sestauant is small but has a
knack foer making tasty box lonches and delivering them to places where groups can
gather 1o dine, such as the welcoming, Old Pine Community Center. For a stop 10
please diverse tastes, Reading Terminal Market offers a world of foods. Voted the
best public market in the nation in 2022 by USA Today 10Best, the Marker offers
Cajun, Caribbean, Chinese, cheesesteak, pasta, Pennsylvania Dutch, seafood, sushi
and even Georginn.

‘While Philadelphia is without a dowbt a hetbed of American history, as Jirapat
nakul reminds, it is also packed with art, music, Broadway shows, murals, muscums
and sporting events. New exhibitions a1 two institutions are likely 1o draw groups in
2023 — te new Meditcrrancan gallery at the Penn Muscum and the world premicre
of Disney100; The Exhibition at The Franklin Instioue

“With so much new development, we arc more than we used to be,” said
Tirapatnakul.

Ben Franklin would agree,

om/group-tour

FOR MORE INFORMATION, CONTACT:
ANNIE JIRAPATNAKUL
GLOBAL TOURISM SALES &
SERVICES MANAGER
PHILADELPHIA CVE
215-636-3405 (0]

4B4-995-T45T (C)
ANNIEZDISCOVERPHL.COM

PHLCVB

Philadelphia Convention
& Visitors Bureau

PHILADELPHIA

A Departure
FROM THE
ORDINARY
TOUR

LEARN MORE AT
DISCOVERPHL.COM/GROUP-TOUR
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Domestic Group Tour Highlights

CALENDARYEAR 2023
Travel Alliance Partners (TAP)
Dance Conference Maryland Motorcoach Association
Canada Sales Mission (MMA)
Pennsylvania Bus Association June September
(PBA)

March

August

April Student & Youth Travel
Group Tour Operators FAM Association (SYTA) November-Decembetr
National Tour Association (NTA)
February Travel Exchange
_ o Ontario Motor Coach Association
American Bus Association (ABA) (OMCA)

Marketplace 2023
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